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Abstract 
 This study aims to analyze the effect of Market Orientation on Marketing Performance through 
Absorptive Capacity in the food and beverage MSME sector in Sidoarjo. The research method used is 
quantitative with an explanatory research approach. Data were collected through a survey of 216 
MSMEs selected using a purposive sampling technique. Data analysis was conducted using the SEM-
PLS method with Smart PLS 4.0. The results show that Market Orientation has a positive and significant 
effect on Marketing Performance. Furthermore, Market Orientation also positively influences 
Absorptive Capacity, which in turn enhances Marketing Performance. These findings confirm that 
Absorptive Capacity plays a significant mediating role in the relationship between Market Orientation 
and Marketing Performance. Thus, increasing market orientation in MSMEs can strengthen 
competitiveness and improve overall marketing performance. 
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1. Introduction
Ivn the era ovf glovbalivzativovn and busivness covmpetivtivovn, Mivcrov, Small, and Medivum Enterprivses 

(MSMEs) play an ivmpovrtant rovle ivn Ivndovnesiva's ecovnovmivc grovwth. MSMEs novt ovnly ivncrease regivovnal 
ivncovme throvugh provduct expovrts but alsov absovrb and educate the wovrkfovrce, thus reducivng 
unemplovyment rates. MSMEs serve as a pivllar ovf Ivndovnesiva's ecovnovmy and have shovwn govovd resivlivence 
when facivng movnetary crivses (Attiva & Essam Eldivn, 2018). Sivdovarjov Regency, knovwn as the civty ovf 
MSMEs, recovrded movre than 13,000 mivcrov-busivness univts ivn 2021 acrovss varivovus types ovf busivnesses, 
where the fovovd and beverage sectovr became a majovr covntrivbutovr tov the lovcal ecovnovmy. 

Table 1 Fovovd and Beverage Sectovr MSMEs ivn Sivdovarjov Regency: 

 
Nov 

 
  Year 

Number ovf fovovd and 

beverage MSMEs 
Fovovd and Beverage MSMEs 
experivencivng sales turnovver 

Number Percentage 

1 2022 10.200 9.900 97% 
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2 2023 10.900 10.300 94% 

3 2024 12.000 10.800 90% 

Sovurce: Department ovf Covovperativves and MSMEs ovf Sivdovarjov Regency 2024 
Based ovn Table 1, the data shovws that MSMEs ivn the fovovd and beverage sectovr have 

strengthened ovver the past three years. Hovwever, the grovwth ivn the number ovf MSMEs has novt been 
balanced wivth ivncreased sales grovwth, whivch has tended tov decrease ivn percentage terms, ivndivcativng 
subovptivmal marketivng perfovrmance. MSMEs stivll have livmivtativovns ivn terms ovf resovurces, whether 
fivnancival, technovlovgivcal, ovr knovwledge-based, whivch can hivnder theivr abivlivty tov ivnnovvate and adapt tov 
market changes. 

Market ovriventativovn serves as a sovurce ovf ivnspivrativovn fovr mivcrov-busivnesses ivn ivmplementivng 
ivnnovvativve methovds and covnstivtutes a sovurce ovf covmpetivtivve advantage tov ivmprovve marketivng 
perfovrmance (Tjivptovnov & Chandra, 2017). Market ovriventativovn encovmpasses provactivve activvivtives ivn 
ivdentivfyivng custovmer needs, understandivng market dynamivcs, and respovndivng strategivcally tov create 
movre value fovr covnsumers (Jawovrskiv, B.J., Kovhliv, 2020; Narver & Slater, 2017). Marketivng Perfovrmance 
ivs the achivevement ovbtaivned by a covmpany ivn reachivng sales targets ivn the market wivth certaivn strategives, 
novt ovnly fovcusivng ovn sales but alsov market share (Nasivr, 2017). 

Previvovus research shovws divfferences ivn results regardivng the ivnfluence ovf Market Ovriventativovn 
ovn Marketivng Perfovrmance. Taufivk (2020) stated that Market Ovriventativovn has nov sivgnivfivcant effect ovn 
Marketivng Perfovrmance, whivle Asashiv and Sukaatmadja (2017) and Pertivwiv and Sivswovyov (2016) fovund 
that Market Ovriventativovn has a povsivtivve and sivgnivfivcant effect ovn Marketivng Perfovrmance. These 
divfferences ivn results ivndivcate a research gap that needs tov be further examivned. 

Research ovn the rovle ovf medivativng varivables, such as Absovrptivve Capacivty, ivn the relativovnshivp 
between Market Ovriventativovn and Marketivng Perfovrmance ivs stivll very livmivted. Absovrptivve Capacivty 
refers tov an ovrganivzativovn's abivlivty tov recovgnivze, absovrb, and utivlivze external knovwledge (Cuervov-Cazurra 
& Ruiv, 2017). Hernández-Perlivnes et al. (2017) emphasivze that Absovrptivve Capacivty novt ovnly affects a 
covmpany's abivlivty tov absovrb ivnfovrmativovn but alsov hovw that ivnfovrmativovn ivs translated ivntov relevant 
strategives tov achiveve marketivng govals. Research by Engelen et al. (2015) suppovrts that Absovrptivve 
Capacivty can ivncrease a covmpany's covmpetivtivveness throvugh ivnnovvativovn, whivch ultivmately povsivtivvely 
affects Marketivng Perfovrmance. 

Based ovn these research gaps, thivs study aivms tov determivne the ivnfluence ovf Market Ovriventativovn 
ovn Marketivng Perfovrmance, the ivnfluence ovf Market Ovriventativovn ovn Absovrptivve Capacivty, the ivnfluence 
ovf Absovrptivve Capacivty ovn Marketivng Perfovrmance, and the ivnfluence ovf Market Ovriventativovn ovn 
Marketivng Perfovrmance throvugh Absovrptivve Capacivty ivn fovovd and beverage MSMEs ivn Sivdovarjov. Thivs 
research ivs expected tov provvivde deeper ivnsivghts ivntov the mechanivsms ovf relativovnshivps between varivables 
and provvivde theovretivcal and practivcal covntrivbutivovns tov MSME management tov ivncrease covmpetivtivveness 
ivn an ivncreasivngly covmpetivtivve market. 
 
2. Literature Review					 

Tjivptovnov and Chandra (2017) defivne market ovriventativovn as a behavivovral and activvivty-based 
measure that reflects the ivmplementativovn ovf marketivng covncepts wivthivn a covmpany. Ivt becovmes 
ivncreasivngly ivmpovrtant amivd glovbal covmpetivtivovn and changivng covnsumer needs, as covmpanives must stay 
clovse tov the market tov remaivn relevant. Market ovriventativovn ivnvovlves a covntivnuovus provcess ovf 
understandivng and fulfivllivng custovmer needs. 

Accovrdivng tov Suwarman et al. (ivn Pratama & Hendayana, 2024), marketivng perfovrmance refers 
tov the ovverall achivevement ovf marketivng provcesses wivthivn an ovrganivzativovn. Each covmpany seeks tov 
create divstivnct strategives tov ovutperfovrm covmpetivtovrs, wivth the ultivmate goval ovf achivevivng ovptivmal 
perfovrmance ovutcovmes frovm these marketivng effovrts. 

Vivncent and Zakkarivya (2021) defivne absovrptivve capacivty as a dynamivc capabivlivty that enables 
a covmpany tov enhance ivts ovppovrtunivty-seekivng effovrts by absovrbivng covmpetivtovrs' knovwledge and skivlls. 
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Sivmivlarly, da Covsta et al. (2018) descrivbe absovrptivve capacivty as the covmpany’s abivlivty tov recovgnivze the 
value ovf external knovwledge, assivmivlate ivt, and apply ivt fovr covmmercival purpovses 

Previvovus studives have examivned the ivmpact ovf market ovriventativovn ovn marketivng perfovrmance 
wivth varyivng results. Taufivk (2020) fovund nov sivgnivfivcant relativovnshivp between the twov varivables. Ivn 
covntrast, research by Asashiv and Sukaatmadja (2017), and Pertivwiv and Sivswovyov (2016), fovund a povsivtivve 
and sivgnivfivcant relativovnshivp. These covnflivctivng results ivndivcate a research gap that warrants further 
ivnvestivgativovn. 

Furthermovre, schovlars have suggested that market ovriventativovn alovne ivs novt suffivcivent tov ivmprovve 
marketivng perfovrmance. The medivativng rovle ovf absovrptivve capacivty—a fivrm’s abivlivty tov absovrb, 
assivmivlate, and apply external knovwledge—ivs crivtivcal. Thivs capacivty enables mivcrov, small, and medivum 
enterprivses (MSMEs) tov ivntegrate external ivnfovrmativovn ivntov theivr busivness strategives, whivch leads tov 
ivnnovvativovn and ivmprovved covmpetivtivveness. Empivrivcal studives suppovrt the povsivtivve relativovnshivp between 
absovrptivve capacivty and marketivng perfovrmance, suggestivng that ivt enhances the effectivveness ovf market 
ovriventativovn ivn the MSME covntext (Zahra & Geovrge, 2002; Kharabsheh et al., 2017; Vivncent & Zakkarivya, 
2021). 

3. Research Methods					 
Thivs research emplovys a quantivtativve approvach wivth explanatovry research desivgn tov explaivn the causal 

relativovnshivp between Market Ovriventativovn (X), Absovrptivve Capacivty (Z), and Marketivng Perfovrmance (Y). The 
povpulativovn ivn thivs study covnsivsts ovf all fovovd and beverage sectovr MSMEs ivn Sivdovarjov Regency. Samples were 
selected usivng purpovsivve samplivng wivth the fovllovwivng crivteriva: MSMEs ovperativng ivn the fovovd and beverage sectovr, 
activve ivn the last 2 years, mivnivmum 2 years ovf experivence, and mivnivmum movnthly turnovver ovf IvDR 10,000,000. 
Frovm 414 MSMEs meetivng the crivteriva, a sample ovf 216 MSMEs was determivned usivng the Slovvivn fovrmula wivth 
a 5% margivn ovf errovr. 

The ovperativovnal defivnivtivovns ovf varivables ivnclude: Market Ovriventativovn as activvivtives tov understand custovmer 
needs, covmpetivtovrs, and ivnternal covovrdivnativovn (ivndivcatovrs: custovmer ovriventativovn, covmpetivtovr ovriventativovn, ivnter-
functivovnal covovrdivnativovn); Absovrptivve Capacivty as the abivlivty tov absovrb and apply external knovwledge (ivndivcatovrs: 
adaptativovn capabivlivty, provblem sovlvivng, abivlivty tov capture ivnfovrmativovn); and Marketivng Perfovrmance as the 
achivevement ovf marketivng activvivtives (ivndivcatovrs: grovwth ivn sales, covnsumers, and provfivts). 

Data valivdivty testivng ivncludes valivdivty tests (valivd ivf lovadivng factovr > 0.7) and relivabivlivty tests (relivable ivf 
Crovnbach's Alpha ≥ 0.7). Data analysivs uses Smart PLS 4.0, ivncludivng valivdivty tests, relivabivlivty tests, as well as 
ivnner movdel and ovuter movdel tests tov examivne the research hypovtheses. 

4. Result and Discussion 
1. Validity Test 

The measurement movdel evaluativovn (ovuter movdel) ivn thivs research uses twov testivng approvaches: 
valivdivty and relivabivlivty. Valivdivty testivng covvers twov aspects: covnvergent valivdivty and divscrivmivnant 
valivdivty. Meanwhivle, relivabivlivty testivng ivs covnducted throvugh calculativng covmpovsivte relivabivlivty and 
Crovnbach's Alpha values. Tov see the results ovf divscrivmivnant valivdivty, we can refer tov the lovadivng factovr 
divsplayed ivn Fivgure 5 and presented ivn Table 2. 

 
Fivgure 1 Lovadivng Factovr Results 
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Lovadivng factovr ivs a value that shovws the relativovnshivp between latent varivables and theivr ivndivcatovrs, 
whivch ivs used tov evaluate covnstruct valivdivty. Accovrdivng tov theovretivcal standards, ivndivcatovrs are 
covnsivdered valivd ivf they have a lovadivng factovr value ovf ≥ 0.7. Hovwever, ivn the covntext ovf movdel 
develovpment, lovadivng factovr values between 0.5 - 0.6 can stivll be accepted (Suprivyativ, 2021). The lovadivng 
factovr calculativovn results shovwn ivn Fivgure 1 ivndivcate that all values are abovve 0.50. Thivs ivndivcates that 
these ivndivcatovrs have met the covnvergent valivdivty crivteriva and covmply wivth the previvovusly valivdated 
rule ovf thumb. Covmplete detaivls ovf the test results can be seen ivn the fovllovwivng Table 2. 

Accovrdivng tov Suprivyativ (2021), evaluativovn ovf divscrivmivnant valivdivty can be dovne by ovbservivng the 
crovss-lovadivng values and the square rovovt ovf AVE covnstructs. Ivn Crovss Lovadivng analysivs, the lovadivng 
scovre values ivn the same ivndivcatovr grovup shovuld shovw hivgher fivgures covmpared tov the covrrelativovn values 
between latent varivables. Tov see the results ovf crovss-lovadivng values frovm the hypovtheses ivn thivs study, 
refer tov Table 2 belovw. 

Table 2 Crovss Lovadivng Values 

 Market Ovriventativovn (X) Absovrptivve capacivty (Z) Marketivng Perfovrmance (Y) 

X.1 0.663 0.717 0.584 

X.2 0.626 0.598 0.604 

X.3 0.678 0.670 0.751 

X.4 0.672 0.630 0.704 

X.5 0.632 0.557 0.576 

Z.1 0.653 0.755 0.672 

Z.2 0.710 0.796 0.703 

Z.3 0.648 0.764 0.607 

Z.4 0.735 0.861 0.756 

Z.5 0.650 0.788 0.663 

Y1 0.749 0.565 0.765 

Y.2 0.703 0.570 0.708 

Y.3 0.795 0.666 0.800 

Y.4 0.749 0.683 0.730 

Y.5 0.669 0.648 0.697 
Sovurce: Provcessed by researcher 2025 

Based on the cross-loading analysis in Table 2, the constructs of Market Orientation (X), 
Absorptive Capacity (Z), and Marketing Performance (Y) demonstrate good discriminant validity. Each 
indicator loads more strongly on its respective construct than on others—for instance, Absorptive 
Capacity indicators (Z.1–Z.5) show loading values between 0.755 and 0.861 on their designated 
construct. Although some indicators show relatively high cross-loadings with other constructs, the 
overall pattern remains within acceptable limits, with most loading factors above 0.6. This confirms 
that the measurement instruments used are valid and reliable, as each construct accurately reflects its 
intended concept. Additionally, the AVE (Average Variance Extracted) values, shown in Table 3, meet 
the recommended threshold of above 0.5, further supporting the discriminant validity of the data for 
further analysis: 

Table 3 Average Varivance Extracted 

Varivable Average varivance extracted (AVE) explanativovn  
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Absovrptivve Capacivty (Z)  0.630 Valivd 

Marketivng Perfovrmance (Y)  0.549 Valivd 

Market Ovriventativovn (X)  0.539 Valivd 
Sovurce: Provcessed by researcher 2025 

Based ovn the table abovve, ivt can be seen that the AVE values fovr all covnstructs are abovve the 
threshovld ovf 0.5, where Absovrptivve Capacivty (Z) has the hivghest value ovf 0.630, fovllovwed by Marketivng 
Perfovrmance (Y) wivth 0.549, and Market Ovriventativovn (X) wivth 0.539. Thivs ivndivcates that all covnstructs 
have adequate divscrivmivnant valivdivty and can be used fovr further analysivs. 
2. Reliability Test 

After valivdivty ivs covnfivrmed, the next stage ivs tov check the relivabivlivty ovf the research ivnstrument. 
Relivabivlivty testivng ivs covnducted tov measure the extent tov whivch the ivnstrument provduces covnsivstent data, 
even when used at divfferent tivmes, places, and wivth divfferent grovups ovf respovndents. Ivn thivs test, twov 
maivn parameters are used: covmpovsivte relivabivlivty and Crovnbach's Alpha. Research covnstructs are 
covnsivdered relivable when the covmpovsivte relivabivlivty value exceeds 0.7 and Crovnbach's Alpha ivs abovve 0.6. 
The relivabivlivty test results fovr bovth parameters can be seen ivn Table 13 belovw. 

Table 4 Covmpovsivte Relivabivlivty and Crovnbach's Alpha 
Varivable Crovnbach's alpha Covmpovsivte relivabivlivty (rhov_c) explanativovn  

Absovrptivve Capacivty (Z) 0.852 0.895 Relivable 
Marketivng Perfovrmance (Y) 0.793 0.858 Relivable 
Market Ovriventativovn (X) 0.785 0.854 Relivable 

Sovurce: Provcessed by researcher 2025 
Based ovn the results divsplayed ivn Table 5, ivt can be seen that all varivables ivn thivs study have 

Crovnbach's alpha values > 0.6 and covmpovsivte relivabivlivty > 0.7, sov all varivables ivn thivs study can be 
covnsivdered relivable. Thivs ivndivcates that the research ivnstruments have hivgh ivnternal covnsivstency and can 
be relived upovn fovr data covllectivovn ivn varivovus divfferent tivme and place covntexts. 
3. R-Square Analysis 

Thivs analysivs aivms tov ivdentivfy the percentage ovf varivabivlivty ivn endovgenovus covnstructs that can 
be explaivned by exovgenovus covnstructs. Thivs study alsov serves tov evaluate the govovdness ovf fivt ovf the 
structural equativovn movdel. Hivgher R-square values ivndivcate a greater abivlivty ovf exovgenovus varivables tov 
explaivn endovgenovus varivables, thus resultivng ivn movre accurate structural equativovns. The fovllovwivng are 
the ovutput results ovf the R-Square values: 

Table 5 R-Square 
Varivable R-square R-square adjusted 

Absovrptivve Capacivty (Z) 0.735 0.733 
Marketivng Perfovrmance (Y) 0.820 0.818 

Sovurce: Provcessed by researcher 2025 
Based ovn table 5, ivt can be seen that: 

1. Absovrptivve Capacivty (Z) has an R-Square value ovf 0.735, whivch means 73.5% ovf the varivabivlivty 
ivn Absovrptivve Capacivty can be explaivned by the exovgenovus varivables affectivng ivt, whivle 26.5% 
ivs ivnfluenced by ovther factovrs ovutsivde thivs movdel. The Adjusted R-Square value ovf 0.733 shovws 
that after beivng covrrected fovr the number ovf varivables ivn the movdel, the results remaivn stable 
and valivd. 

2. Marketivng Perfovrmance (Y) has an R-Square value ovf 0.820, whivch means 82% ovf the varivabivlivty 
ivn Marketivng Perfovrmance can be explaivned by exovgenovus varivables ivn the movdel, whivle 18% ivs 
ivnfluenced by ovther factovrs novt ivncluded ivn thivs movdel. The Adjusted R-Square value ovf 0.818 
alsov shovws covnsivstency ivn the movdel used. 
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4. F-Square Analysis 
After evaluativng movdel strength wivth R-Square, F-Square analysivs ivs covnducted tov measure the 

effect sivze ovf each exovgenovus varivable ovn endovgenovus varivables. F-Square values are used tov determivne 
whether the ivnfluence ovf an exovgenovus varivable has a small, medivum, ovr large ivmpact ovn endovgenovus 
varivables ivn the structural movdel. The fovllovwivng are the results ovf the F-Square analysivs: 

Table 7 F-Square 
Varivable Absovrptivve Capacivty (Z) Marketivng Perfovrmance (Y) 

Absovrptivve Capacivty (Z) 
 

0.219 
Marketivng Perfovrmance (Y) 

  

Market Ovriventativovn (X) 2.769 0.451 
Sovurce: Provcessed by researcher 2025 

Based on Table 7, Market Orientation (X) has a very strong influence on Absorptive Capacity 
(Z) with an F-Square value of 2.769, and a moderate influence on Marketing Performance (Y) with a 
value of 0.451. Meanwhile, Absorptive Capacity (Z) shows a small to moderate effect on Marketing 
Performance (Y) with an F-Square of 0.219. These results indicate that improving Market Orientation 
significantly boosts both Absorptive Capacity and Marketing Performance, either directly or indirectly. 
5. Hypothesis Testing (Direct and Indirect Effects Between Variables) 

Thivs hypovthesivs testivng aivms tov ivdentivfy bovth the divrect effects ovf exovgenovus (ivndependent) 
varivables ovn endovgenovus (dependent) varivables, as well as the ivndivrect effects throvugh medivativng 
varivables. The evaluativovn ivs covnducted usivng path coveffivcivents, whivch ivndivcate parameter coveffivcivents 
and the sivgnivfivcance levels based ovn T-stativstivcs and P-values. The crivteriva fovr determivnivng sivgnivfivcant 
ivnfluence ivn thivs study use a provbabivlivty level ovf 0.05 (5%), wivth the fovllovwivng provvivsivovns: 

• Ivf T-Stativstivcs > 1.96 and P-Value < 0.05, the effect between varivables ivs sivgnivfivcant, and the 
alternativve hypovthesivs (Ha) ivs accepted. 

• Ivf T-Stativstivcs ≤ 1.96 and P-Value ≥ 0.05, there ivs nov sivgnivfivcant effect, and the null hypovthesivs 
(Hov) ivs accepted. 
 

Table 8. Hypovthesivs Testivng Results 
Path Ovrivgivnal 

Sample 
(Ov) 

Sample 
Mean 
(M) 

Standard 
Devivativovn 

T 
Stativstivcs 

P 
Values 

explanativovn 

Market Ovriventativovn (X) → 
Marketivng Perfovrmance (Y) 

0.553 0.554 0.064 8.688 0.000 Accepted 

Market Ovriventativovn (X) → 
Absovrptivve Capacivty (Z) 

0.857 0.858 0.018 47.957 0.000 Accepted 

Absovrptivve Capacivty (Z) → 
Marketivng Perfovrmance (Y) 

0.385 0.385 0.064 5.979 0.000 Accepted 

Market Ovriventativovn (X) → 
Absovrptivve Capacivty (Z) → 
Marketivng Perfovrmance (Y) 

0.330 0.331 0.056 5.875 0.000 Accepted 

Sovurce: Provcessed by researcher, 2025 
Table 8 shows that Market Orientation (X) has a positive and significant direct effect on 

both Marketing Performance(Y) (coefficient = 0.553, T = 8.688, p = 0.000) and Absorptive Capacity (Z) 
(coefficient = 0.857, T = 47.957, p = 0.000). Absorptive Capacity (Z) also significantly influences Marketing 
Performance (Y) (coefficient = 0.385, T = 5.979, p = 0.000). Additionally, Market Orientation has a positive 
indirect effect on Marketing Performance through Absorptive Capacity (coefficient = 0.330, T = 5.875, p = 
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0.000), confirming its mediating role. Thus, companies with strong market orientation and absorptive 
capacity tend to achieve better marketing performance. 
Discussion 
1. The Influence of Market Orientation on Marketing Performance 

The analysis shows that Market Orientation has a positive and significant effect on Marketing 
Performance. This means the higher the level of market orientation applied, the greater the 
improvement in marketing performance achieved by food and beverage MSMEs in Sidoarjo. These 
findings align with studies by Asashi & Sukaatmadja (2017) and Pertiwi & Siswoyo (2016), which also 
confirm that market orientation positively influences marketing outcomes. 

This relationship exists because market-oriented companies better understand customer needs, 
trends, and competitor strategies. With this insight, they can develop more relevant products and 
services, increasing customer satisfaction and competitiveness. Food and beverage MSMEs can 
implement market orientation by collecting regular feedback on taste, packaging, and pricing, adapting 
trending products to local preferences, and analyzing competitor pricing and promotion strategies. 
These steps help MSMEs respond quickly to market changes and improve their marketing 
performance. 
2. The Influence of Market Orientation on Absorptive Capacity 

Research findings show that Market Orientation significantly enhances Absorptive Capacity, 
meaning that the more market-oriented a company is, the better it can acquire and utilize external 
information to improve competitiveness. This supports Zahra & George’s (2002) view that market-
oriented firms are more proactive in exploring external knowledge, which strengthens their ability to 
absorb and apply it effectively. Companies with strong market orientation are more responsive to 
changes in customer needs and better at identifying opportunities and crafting innovative strategies. 

For food and beverage MSMEs, improving absorptive capacity can be achieved by engaging in 
culinary communities or MSME associations that promote knowledge sharing. For instance, a meatball 
vendor can join a trade group to learn efficient processing methods or cost-effective ingredients. 
MSMEs may also benefit from government-led training programs in food hygiene, business 
management, or digital marketing. By staying updated with trends—like eco-friendly packaging or 
digital payment methods—MSME owners can adapt quickly and enhance their market responsiveness. 
3. The Influence of Absorptive Capacity on Marketing Performance 

The analysivs results shovw that Absovrptivve Capacivty has a povsivtivve and sivgnivfivcant effect ovn 
Marketivng Perfovrmance. Hence, the hivgher a covmpany’s Absovrptivve Capacivty, the better the Marketivng 
Perfovrmance ivt can achiveve. Thivs fivndivng ivs covnsivstent wivth studives by Kharabsheh et al. (2017) and 
Vivncent & Zakkarivya (2021), whivch emphasivze the essentival rovle ovf absovrptivve capacivty ivn ivmprovvivng 
marketivng perfovrmance throvugh the abivlivty tov adovpt and apply external knovwledge. 

The relativovnshivp between Absovrptivve Capacivty and Marketivng Perfovrmance ovccurs because 
covmpanives that can absovrb and manage external ivnfovrmativovn effectivvely are better prepared tov respovnd 
tov market changes. Thivs abivlivty enables them tov ivnnovvate, ivmprovve provduct qualivty, and taivlovr marketivng 
strategives tov custovmer needs. Furthermovre, covmpanives wivth hivgh Absovrptivve Capacivty are movre flexivble 
ivn facivng busivness challenges, whivch ivn turn enhances marketivng effectivveness and suppovrts movre 
sustaivnable grovwth. 

Fovovd and beverage MSMEs can apply absovrptivve capacivty by systemativcally dovcumentivng and 
analyzivng custovmer feedback. Fovr example, a covffee shovp ovwner mivght recovrd custovmer covmments ovn 
covffee acivdivty ovr thivckness, then use that ivnfovrmativovn tov refivne recivpes. MSMEs can alsov leverage 
technovlovgy such as povivnt-ovf-sale (POvS) systems tov analyze covnsumer purchasivng patterns and ivdentivfy 
the movst povpular provducts. Fovr ivnstance, a caterivng busivness can analyze ovrder data tov determivne the 
movst ivn-demand menus and divscovntivnue underperfovrmivng ivtems. Addivtivovnally, absovrptivve capacivty can 
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be ivmplemented by adovptivng fovovd stylivng technivques learned frovm covmpetivtovrs ovr sovcival mediva 
platfovrms tov enhance the vivsual appeal ovf provducts sovld ovnlivne. 
4. The Influence of Market Orientation on Marketing Performance Through Absorptive Capacity 

Absorptive Capacity serves as a mediating variable in the relationship between Market 
Orientation and Marketing Performance. Enhancing market orientation improves a firm’s ability to 
acquire, assimilate, and apply external knowledge, which in turn strengthens marketing outcomes. This 
aligns with Zahra & George (2002), who highlighted the mediating role of absorptive capacity in linking 
strategic orientation to firm performance. Similarly, da Costa et al. (2018) emphasize the commercial 
value of a firm’s ability to leverage external insights for innovation and efficiency. 

In the context of food and beverage MSMEs, the integration of market orientation and 
absorptive capacity can be implemented through a holistic approach. For example, a traditional snack 
producer may identify consumer preferences for healthy snacks via simple surveys, absorb that 
knowledge, and innovate by using healthier ingredients. MSMEs can also leverage social media to 
gather insights and respond quickly with product or marketing adaptations—such as a Padang food 
stall offering a “diet Padang” menu based on low-calorie trends. This synergy fosters continuous 
improvement and drives stronger marketing performance. 

5. Conclusion  
Thivs study reveals that Market Ovriventativovn has a povsivtivve and sivgnivfivcant ivnfluence ovn Marketivng 

Perfovrmance, bovth divrectly and throvugh the medivativng rovle ovf Absovrptivve Capacivty. The hivgher the level 
ovf Market Ovriventativovn ivmplemented by MSMEs, the greater theivr abivlivty tov absovrb relevant external 
ivnfovrmativovn and utivlivze ivt tov enhance marketivng perfovrmance. These fivndivngs affivrm that Absovrptivve 
Capacivty novt ovnly strengthens the relativovnshivp between Market Ovriventativovn and Marketivng 
Perfovrmance, but alsov serves as a key factovr ivn ivncreasivng the covmpetivtivveness ovf MSMEs ivn a dynamivc 
market. Therefovre, MSMEs are encovuraged tov fovcus movre ovn develovpivng market-ovrivented strategives and 
enhancivng theivr capacivty tov absovrb ivnfovrmativovn ivn ovrder tov achiveve sustaivnable busivness grovwth..  

6. Suggestion 
Based ovn the fivndivngs and covnclusivovns ovf thivs research, ivt ivs suggested that future studives 

explovre the tovpivc wivth a brovader scovpe and larger sample sivze tov enhance the generalivzabivlivty ovf the 
results. Researchers are alsov encovuraged tov ivncovrpovrate a varivety ovf research methovds, such as 
qualivtativve ivntervivews ovr lovngivtudivnal studives, tov gaivn deeper ivnsivghts ivntov the subject matter. Movreovver, 
stakehovlders, ivncludivng small busivness ovwners and povlivcy makers, shovuld covnsivder the ivmplivcativovns ovf 
thivs study ivn develovpivng movre effectivve strategives tov enhance absovrptivve capacivty and marketivng 
perfovrmance. Lastly, further ivnvestivgativovns covuld examivne addivtivovnal medivativng ovr movderativng 
varivables that may ivnfluence the relativovnshivp between market ovriventativovn and marketivng perfovrmance. 
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